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ABSTRAK 
 
Saat ini berbelanja telah menjadi kegiatan yang tidak dapat dipisahkan dari 
keseharian masyarakat, terutama berbelanja dalam bidang kosmetik. Salah 
satunya perusahaan di bidang kosmetik, yaitu Sociolla yang pada awalnya hadir 
dalam bentuk e-commerce atau toko online mulai membuka toko di beberapa kota 
besar di Indonesia, termasuk Surabaya. Penting bagi Sociolla Surabaya untuk 
menciptakan suasana toko yang nyaman bagi konsumen dan mengadakan aktivitas 
promosi yang menarik agar dapat menanamkan citra merek yang positif, yang 
akan mengarah pada pengambilan keputusan pembelian konsumen. 
Penelitian ini bertujuan untuk menguji apakah suasana toko dan alat 
promosi dapat mempengaruhi keputusan pembelian konsumen melalui citra merek 
pada Sociolla di Surabaya. Penelitian ini mengambil sampel sebanyak 150 
responden dengan menggunakan purposive sampling sebagai teknik pengambilan 
sampel. Kuesioner disebarkan dalam bentuk Google Form. Teknik yang 
digunakan untuk menganalisis data adalah SEM (structural equation modeling) 
dengan menggunakan program LISREL 8.80. 
Hasil penelitian ini menyatakan bahwa store atmosphere berpengaruh 
signifikan positif terhadap brand image, promotion tools berpengaruh signifikan 
positif terhadap brand image, store atmosphere berpengaruh tidak signifikan 
terhadap buying decision, promotion tools berpengaruh signifikan positif terhadap 
buying decision, brand image berpengaruh signifikan positif terhadap buying 
decision, store atmosphere berpengaruh signifikan positif terhadap buying 
decision melalui brand image, dan promotion tools berpengaruh signifikan positif 
terhadap buying decision melalui brand image.  
 
Kata Kunci: Store Atmosphere, Promotion Tools, Brand Image, Buying Decision 
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ANALYSIS OF THE IMPACT OF STORE ATMOSPHERE 
AND PROMOTION TOOLS TOWARD BUYING 
DECISION THROUGH BRAND IMAGE  
AT SOCIOLLA IN SURABAYA 
 
ABSTRACT 
 
Currently shopping has become an activity that can not be separated from 
people’s daily lives, especially shopping in the cosmetics sector. One of them is a 
company in the cosmetics sector, namely Sociolla which is initially appeared in 
the form of e-commerce or online stores began to opening their stores in several 
big cities in Indonesia, including Surabaya. It is important to Sociolla Surabaya to 
create a comfortable store atmosphere for consumers and organizing interesting 
promotional activities in order to embed a positive brand image, which will lead 
to consumer buying decisions. 
This study aimed to analyze whether the store atmosphere and promotion 
tools can influence consumer buying decisions through brand image at Sociolla in 
Surabaya. This study took 150 respondents by using purposive sampling as the 
sampling technique. The questionnaire is distributed in the form of a Google 
Form. The technique used to analyze the data is SEM (structural equation 
modeling) by using the LISREL 8.80 program. 
The result of this study state that store atmosphere has a significant positive 
effect on brand image, promotion tools has a significant positive effect on brand 
image, store atmosphere has no significant effect on buying decision, promotion 
tools has a significant positive effect on buying decision, brand image has a 
significant positive effect on buying decision, store atmosphere has a significant 
positive effect on buying decision through brand image, and promotion tools has a 
significant positive effect on buying decision through brand image. 
 
Keywords: Store Atmosphere, Promotion Tools, Brand Image, Buying Decision 
 
  
